is the Dean of the Faculty of Hospitality & Tourism Management Studies at the University of Aruba. As Dean Dr Peterson recognises the unique and strategic contribution of the hospitality and tourism industry to the overall development of Aruba and the region. Therefore, a primary goal of this programme is to develop strategic and dynamic competencies in hospitality and tourism management and, in addition, to strive for excellence in the Aruban hospitality and tourism industry.
INTRODUCTION
The timeshare industry has been reported to have experienced a rapid and steadily growing impact in a variety of countries. 1 -5 Timeshare accommodations, also referred to as vacation ownership and vacation intervals, is the fastest growing segment of the travel and tourism industry. 6 -8 This growth in travel and tourism was highlighted in the 2006 report from the World Tourism Organization (WTO). 7 The WTO noted that this growth was moderate in 2005 but was approximately oneand-a-half percentage points above the long-term average annual growth rate of 4.1 per cent for the travel and tourism industry noted in previous years. This sustained growth of the travel and tourism industry has been touted to be an artefact of the industry ' s constant innovation developed in response to consumer lifestyle needs and vacation preferences. 9 One component of the travel and tourism industry that has sustained double-digit growth since inception is the timeshare resort industry. Timeshare resorts have become a preferred travel destination for many vacationers around the world. 8, 10 -12 The trend towards owning a unit within a timeshare resort for vacation and leisure purposes has been recognised by the WTO, the European Commission and other national tourist authorities. 10 According to Resort Condominiums International ' s (RCI) 2003 report, Resort Timesharing Worldwide of 2003, there were more than 5,400 timeshare resorts found in over 100 countries with over six million owners, 13 compared to 506 resorts and 155,000 owners in 1980. 6, 14 Furthermore, this report noted that North America leads the timeshare industry worldwide in the number of resorts (31 per cent). The majority of these resorts are located in the United States. Europe (25 per cent) is the second largest market, followed by Latin America (16 per cent), Asia (14 per cent) and Africa (six per cent). The Caribbean region (six per cent) is one of the most popular international destinations for timesharing. 13 The Caribbean region offers over 210 timeshare resorts. The Netherlands Antilles that includes Aruba, Saint Maarten, Curacao and Bonaire offers 22 per cent of the Caribbean total just after the leader in the region, the Dominican Republic (23.8 per cent). The Caribbean region as a whole generates a signifi cant volume of sales with the Dominican Republic being the leader in timeshare sales and timeshare resort development. In terms of number of timeshare units, 56 per cent of timeshare resorts are located in only three islands: Aruba, Saint Maarten and the Dominican Republic. When measured in terms of sales volume (US $ ), however, Aruba resorts dominated the market in 2003 with about one-third of all sales in the Caribbean. Also, Aruba timeshare owners have the greatest propensity to purchase multiple weeks versus owners from other Caribbean countries. 15 In spite of its small size compared to other major islands of the region, Aruba has been a strong contender in the timeshare industry. First and foremost, tourism is the main contributor to the island ' s economy. It is the premier vacation spot in the Caribbean with 40 per cent of loyal visitors returning year after year, which is the highest repeat visitor rate of any Caribbean destination.
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Need for study Collectively, there has been very little academic research conducted on the timeshare industry within the Caribbean region. In line with this paucity of empirical research, the popular tourist destination of Aruba has been State of the timeshare industry in Aruba void of academic studies concerning the state of the timeshare industry in spite of this industry ' s rapid growth. Therefore, this study is designed to profi le the trends and patterns of the timeshare industry in general, within the Caribbean, and then specifi cally within Aruba. In doing so, this study contributes to the hospitality and tourism industry by profi ling the present state of the timeshare industry in Aruba and culminates in a call for further timeshare research in the Caribbean, and in Aruba so that this phenomenon can be better understood from an impact perspective.
BRIEF HISTORY OF THE TIMESHARE INDUSTRY
The term timeshare refers to the right to purchase a specifi c time period in which a purchaser can use a unit within the timeshare resort at a geographical location of choice. 17 The timeshare consumer is given exclusive rights to stay at a vacation-home type of experience in increments of a week or more. 12 Timeshare began in Europe in the 1960s. 8, 12 The fi rst ownership programme in the world was a ski resort located in the French Alps, known as ' Superdevoluy ' . The purpose of this timeshare resort was to provide the owners of Superdevoluy with a defi nite opportunity to come and ski in the Alps on a repetitive basis. 18 Superdevoluy therefore championed the concept of selling individual room units to multiple owners for a specifi ed period of time of the year. 19 The concept of selling individual resort units to multiple owners was quickly adopted in the US in the 1970s and specifi cally in Florida. 13, 17 Since the industry ' s inception, the timeshare industry has recorded double-digit growth in less than two decades. 11 The timeshare product has evolved in sales volume, number of owners, and independent and brand-name developers that have entered the fi eld. The range of product lines and the diversity of product designs have also expanded over the years. 17 During the 1980s and 1990s, major brand names in the hospitality and tourism industry pursued the timeshare industry. In 1984, Marriott was the fi rst brand-lodging company to enter the timeshare industry, followed by Disney and Hilton. These companies brought brand-name recognition and had a strong infl uence on increasing consumer awareness and acceptance of the timeshare product through strict standard operating procedures, organisational performance standards, organisational views towards civic responsibility and adherence to strong business ethics. By the late 1990s, other major lodging companies, such as Starwood and Fairfi eld (Cendant), entered the industry. According to a study conducted by Interval International in 2000, the timeshare industry generated more than $ 1.2bn of economic impact throughout the Caribbean. As evidenced by this level of economic contribution, resort timesharing has emerged as one of the leading vacation preferences appealing to pleasure travellers visiting this region. In 2000, the average number of units per resort in the region was 114, and the estimated average sales price for a timeshare interval was around $ 8,900 per week / interval (excluding the Dominican Republic, which is representative of the infl uence of one-bedroom and studio inventory throughout the region). 20 Given the above fi nancial indicators, it can be ascertained that consumers are indeed attracted to the benefi ts associated with owning a timeshare resort unit. Who exactly are timeshare owners? Timeshare owners in the Caribbean tend to be married couples (82 per cent), aged between 45 and 54 years old (31 per cent), highly educated (68 per cent), empty nesters -meaning no children at home (40 per cent) and have annual household incomes greater than $ 50,000 (98 per cent). In fact, nearly fi ve in ten Caribbean timeshare owners report annual household incomes in excess of $ 100,000. 20 This same Interval International study also enquired into the factors that attracted consumers to purchase Caribbean timeshare resort units. The majority of respondents reported that the concept of exchange is the primary driver of their purchase decision. The basic concept behind an exchange is that a consumer can ' trade ' their interval, often a week, with another owner for an equivalent unit at a different timeshare resort, at an equivalent resort, at a different destination. Other appealing factors noted in this report were satisfaction with the quality of resort ' s units and amenities (80 per cent), the assurance of a good value (72 per cent) per the money invested and the ability to save money on future accommodations (68 per cent). These fi ndings suggest that the perceived value proposition remains a principal factor when motivating purchasers to consider purchasing the resort timeshare product.
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TIMESHARE INDUSTRY IN ARUBA
Since 1947, Aruba has been actively involved in tourism. 21 Aruba lies south in the Caribbean region ( Figure 1 ) destination to international visitors with that group contributing signifi cantly to Aruba ' s $ 2.258bn GDP. 24 The incremental increases in the number of international tourist arrivals, nights spent in Aruba, average length of stay, occupancy rate and tourism receipts indicate that Aruba has grown signifi cantly from international visitation and their attraction to tourism products and services available in that country ( Table 1 ) .
In 1980, Aruba had 1,926 rooms with close to 5,000 direct and indirect jobs. 21 Figure 1 Table 2 denotes three observations: fi rst is that the total number of hotel and timeshare room accommodation have increased over the years; secondly, the percentage of timeshare units to total lodgingroom availability ranges from 42.1 per cent to a maximum of 46.8 per cent and third, the geographical location and appeal of island type of life, and the nature of interval ownership has made ownership of timeshare units a sought after commodity by international travellers. This latter fact also corresponds to traditional lodging accommodations as well ( Table 2 ) . Furthermore, Table 3 indicates that the growth of hotel and timeshare room accommodations is projected to have direct economic impacts as a direct outcome of total arrivals, growth in expected room construction and increase in tourist arrivals, and occupancy rate increases. Of course, these increases are not without increased costs. In particular, cost per visitor, cost per room and the resultant allocation of marketing dollars are depicted to rise as well.
A CALL FOR RESEARCH IN ARUBA
Apparently the state of the timeshare industry is alive and well in Aruba but the fact remains that there are concomitant impacts associated with timeshare resort development that remain to be studied ( Figure 2 ) . Figure 2 takes a lifecycle approach to understanding consumer acceptance of the timeshare product through the product development stages of commonly labelled as introduction, growth, maturity, saturation and decline.
Per this product lifecycle model, destination characteristics have been collected by the Aruba Tourism Authority but little is known about consumer characteristics that are associated with marketing response , economic impacts , social impacts and environmental impacts. Therefore, the researchers of this study suggest that for timeshare to remain sustainable the related factors associated with destination, marketing, economic, social and environment impacts should be studied in depth.
Relative to destination impacts , a consistent set of metrics should be developed that can monitor the gross number of tourist visitations on an annual basis, growth in tourist visitations, capacity by accommodation type (hotel, timeshare, condominium, etc), occupancy, price for services, visitor demographic, purpose of visit, visitor image of services and local perception of tourists.
The factors that remain to be studied under the heading of marketing response encompass governmental planning and marketing goals, marketing expenditures, product array, promotional tactics, pricing points for products and services, and effectiveness and effi ciency of distribution of marketing efforts.
One of the most critical and often controversial aspects of tourism development is that of economic impacts . In the case or Aruba, numerous detailed studies are needed to profi le present and projected employment impacts, gross product index, return on investment to the national and local economies, required investments, ancillary revenue generation, infl uence upon import / export ratios and infl ation rates.
It goes without saying that the growth of the tourist industry is associated with a plethora of studies surrounding social impacts . In terms of Aruba, psychologists, sociologists and anthropologists will undoubtedly design studies focusing on types of tourists, relationship upon natives and native cultures, infl uence upon lifestyles, mores and value systems, changing family structure, and safety, security and local crime rates.
Lastly, a whole array of environmental impacts is yet to be conducted concerning conservation of resources, conservation of Aruba ' s heritage, ecological disruptions, pollution impacts, infrastructure impacts, and erosion of soil and foliage. 
